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west. However, the retail sector in India has been largely fragmented and unorganized.
However,theretailscenarioinIndiaischangingataverybriskpace.Manyinternational
retailersenteringIndiaandmanyIndianretailersintheorganizedsegmentarecomingup
with stores all across the country, but a majority of these stores have merely transplanted
western formats onto the Indian retail scene without actually evaluating the salience of
various store attributes from the customer perspective. In light of this the purpose of this
paper is to study the store choice criteria in the context of apparel retailing in India.
Drawing from major global and Indian studies conducted in the past, this research has
identified two dimensions, which in different combinations could create sustainable store
choice and hence, store loyalty. These two dimensions are termed loyalty drivers and
experienceenhancers
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More and more retailers are seeking to extend their operations
beyond national boundaries: already existing since the middle of 19th
century, such international initiatives have multiplied since the 1970s, and
seem to have become the norm today. As a result the global retail
environment today s changing more rapidly than ever before. It is
characterized by intensifying competition from both domestic and foreign
companies,aspateofmergersandacquisitions,andmoresophisticatedand
demanding customers who have great expectations related to their
consumption experiences (Sellers, 1990 Parikh, 2006). Operating
networks of physical stores represent a crucial dimension of retail
internationalization(Dawson, 1994, 2001).According to Pellegrini (2003)
retail internationalization is not easy, and adapting to new markets is a
subtleprocess: learninghowtolearn iscriticaltosuccess.Thisalsoapplies
to domestic retailers wanting to expand into a new region within their
nationalboundary.Inorderto learnhowtolearn itspertinentthatretailers
recognize the differences in consumer preferences across various market
segments.
The physical environments of retail stores, hotels, restaurants,
professional offices, banks and hospitals reflect the overall image of the
organization and influence individual consumer behavior in these service
organizations(Bitner1992).Specifically,thephysicalenvironmentcreates
atangiblerepresentationorimageofaserviceorganizationanditsservices
(Baker, Berry, & Parsuraman, 1988). In the context of the retail sector, the
overall image is termed as store attributes or store image. These store
attributes are basically the marketing mix of the retailer (Morschett et al
2005 Ghosh 1990). The concept of store image was used by Martineau
(1958)forthefirsttime.
Storeimageisrecognizedasbeinganotherimportantantecedentof
store satisfaction and loyalty. Store loyalty is built by satisfaction and this
satisfaction, in its turn, is built by store image (Bloemer and Ruyter 1998).
According to Levy and Weitz (2003), the store satisfaction is a post-
consumption evaluation. The consumer will evaluate whether the store
meets his expectations. Previous research suggests a retailer can build
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& Amit MITTAL Ruchi MITTAL(2002) considered consumer satisfaction as a pleasurable level of
consumption related fulfillment. Unfortunately, in todays scenario
shareholder value has already become a dominant decision and policy-
making determinant. In the process, customers can be relegated, in many
cases, to a paltry secondary position in the overall scheme of things
(Gilmore,MargulisandRauch2001)
Themarketingconceptisfocusedonthecustomer,andforretailers
to do otherwise is to misdirect the energies of the company relative to its
objectives. The challenge lies in the retailer better understanding the





sufficiently strong competitive advantage across the markets in which it is
operating. In practical terms this competitive advantage must operate
through a strong customer-focused offering and appropriate supply chain
skills. Most successful retailers do not bring new products to the market.
They establish their position through an innovative format that carries an
appropriate merchandise assortment and supporting retail facilities and
services (Vida, Reardon, and Fairhurst 2000). In order to establish their
advantage the retailers will have to understand their markets very well.
They will need to formulate clear objectives and follow them up with
judicious execution (Newman and Cullen 2002). Their survival will also
depend upon their ability to continuous transformation to adapt to
consumersnewexpectations(Colla2004).
Changes in the existing retail structure in a market also have their
ownimpact.InastudyonthefoodretailsectorintheUSSiedersandTigert
(1997) found that the entry of new retail firms leads to erosion of store
loyaltyofexistingretailers.SiedersandTigertcommentthat:
Store switching as these markets show is a very dynamic
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Store Choice In The Emerging Indian Apparel Retail Market: An Empirical Analysiscities, offers sights of swanky malls, multiplexes and new attractive retail
stores. As incomes rise, piggy-backing on a 8 plus per cent GDP growth,
demandforavarietyofgoods,bothconsumablesanddurables,isexpected
to increase significantly.At the same time, in India traditional formats like
hawkers, grocers and paan shops co exist with modern formats like
supermarkets, and non-store retailing channels such as multilevel
marketingandteleshopping(MulkyandNargundkar2003).But,inspiteof
the rapid transformation of the Indian retail landscape, currently only 4.6
percentoftheRs12,00,000croreretailsectoris organized .Therest95.4
per cent is shared by different types of retailers in the unorganized /
traditionalsector(IndiaRetailReport2007).
A visit to the major cities in India gives an impression that
consumers are rapidly evolving and accepting modern retail formats
overwhelmingly. The proliferation of Malls not just in the metros but also
in second-rung cities is definitely introducing the Indian consumer to a
shoppingexperiencelikeneverbefore.Thesemodernshoppingcomplexes
are becoming, it appears, the destination point for shoppers as well as
window-shoppers. But, the key issue is whether these modern facades
represent successful retail models?Alot of modern retail store formats are
westernadaptationsandtheymaynotnecessarilyreflectthepreferencesof
various store attributes by Indian consumers. Keeping this in
consideration, the main motivation for this research is to help retailers
determine the most important drivers of retail store choice. Using a
consumer evaluation of store attributes framework this study predicted
which retail marketing strategies can potentially lead to improved store
performance and increased shoppers loyalty. This study has taken the
apparel shopping scenario in the Indian context. By identifying the most
salient store attributes evaluated by apparel shoppers this study can assist
retailfirms(bothexistingaswellasthoseplanningtoenter)inallocationof
resources. Retail firms can use the analysis to frame suitable marketing
strategies and thus obtain the highest marginal benefit of their operational
investments.
The second motivation stems from a desire to fill a notable gap in
academicliteratureonretailmanagementintheIndiancontext.Therehave
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& Amit MITTAL Ruchi MITTALtheIndianInstituteofManagement,Ahemadabad(www.iima.ernet.in)are
taking an active interest in retailing. In this direction, the institute has also
openeda CentreforRetailing onitscampus.
Keeping the research motivation in consideration the major
objectiveofthisstudyis:
Apparel shopping consists of shopping for mens and boys wear
womens, childrens, girls and infants wear general clothing businesses
footwear leatherproductsandtravelgoods(Guy1998).
Retailing is Indias largest industry accounting for over 10 per cent
oftheGDPand8percentofthetotalemployment
According to estimates by the India Retail Report 2007 Indias
domesticmarketforclothing,textiles,andfashionaccessoriesisestimated
to be worth Rs. 113,500 crore, of which nearly 19 percent is fully
organized.Theapparelretailsectorhasalsoshowna30.3percentyear-on-
year growth since 2004. Apparel and accessories retailing is the largest
segmentoforganizedretailinginIndiaconstituting38.9percentofthetotal
organized retailing business which currently stands at about Rs 47,500
crores(GoyalandMittal2007).
Despite the relaxation in FDI norms, a large number of foreign
brandshaveoptedtoentertheIndianmarketthroughthefranchiseerouteor
throughshop-in shoparrangementswithleadingdepartmentstorechains
such as Shoppers Stop, Lifestyle and others. New formats like
hypermarkets with their value offering and appeal to a broader section of
consumer-base are further likely to increase the penetration of organized
apparel retailing in the country. Already, apparel makes up for a larger
proportionoftotalsalesforhypermarketplayerslikeBigBazaarandVishal
MegaMart.













To investigate how various apparel store attributes rate on
shoppers evaluationofstores. '
1
1 India is No.1 nation of shopkeepers,(2006, December 16), The Times of India, p-1
Page | 25 IBSUSJ 2008, 2(2)
Store Choice In The Emerging Indian Apparel Retail Market: An Empirical Analysissince they act as anchor tenants and thus offer attractive terms. Going by
apparelcategories,thebreakupoftheapparelmarketsizesis
giveninTable1:
Hildebrandt (1988) said the major success factor in the retail
industry is store image and measurement model of store image that




merchandise selection, price ranges, credit policies, tore layout and other
factorsthatcanbemeasurestosomedegreeandusedtocompareoneoutlet
objectively with its competitors. Psychological attributes are a little more
difficult to identify and compare across outlets. They include such
objective considerations as a sense of belonging, a feeling of warmth, or
friendliness, or a feeling of excitement (Lindquist 1974-75). The total
attributesofastorearealsotermedastheStoreImage.Inthecontextofthe
retailsector,the overall imageistermedasstoreattributesorstoreimage.
These store attributes are basically the marketing mix of the retailer
(Morschettetal2005 Ghosh1990).
The concept of store image was used by Martineau (1958) for the
first time. Martineau (1958) states that the stores personality draws










Apparel sub category Market Size
Men’s shirts 13.6 %
Sarees (Principal women’s ethnic wear) 13.4 %
Inner ware 10 %
Men’s Trousers 09.5 %
Other Women’s ethnic wear) 07 .7 %
Children’s ware 14 .8 %
Uniforms 08.7%
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& Amit MITTAL Ruchi MITTALshould retailers be concerned with value and quality of merchandise, but
also with a wide range of other factors.All of these factors are expected to
playacriticalroleinthesuccessorfailureofstores.
AccordingtoHartmanandSpiro(2005),theprimarymotivationto
study store image has been to investigate the function of store image as a
predictor of consumer behavior and store performance. The literature
available suggests that store image is a key construct in understanding the
inferences of store choice, store quality, store satisfaction, and is also an
antecedentofcompetitivepositioning.
AccordingtoSheth(1983),patronageresearchstartedinthe1920s.
However, most researchers marked the beginning of patronage research
withStone's(1954)conceptualizationofshoppingorientationscategorized
by economic, personalizing, ethical, and apathetic shopper types.
Researchers have studied patronage behavior by various methods, such as
out-shopping versus local purchases, different store types, different
producttypes,andconsumerattributes.
Academically, Mayer (1989) suggests that store image has been
one of the primary conceptual topics in academic retailing research.
Steenkamp and Wedel (1991) suggest that the development and
measurement of a favorable store image is the most critical aspect of a
retailersmarketingstrategy.
Consumers form images of various stores based on their
perceptions of the attributes they consider important and these images
affect the choice process (Engel, Blackwell and Miniard 1995). The
authors consider the store loyalty process as a function of consumer and
store characteristics. To make a purchase decision, the consumer searches
forinformationaboutthestoreinordertominimizethedissatisfactionrisk.
This information could be provided from the retailer itself through a sales
promotion or advertising. The consumer could even receive
recommendations from its neighbor, friends and family about the most
appropriateplacetogoshopping.Theretailer,withthisinformation,could
exploreitsretailmarketingmix,inordertocreatethedesiredstoreimagein
the consumer mind. Engel, Blackwell and Miniard (1995), suggested a
store choice model that involves the evaluative criteria used by consumers
and perceived characteristics of store, that is, the store image in the
'
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Store Choice In The Emerging Indian Apparel Retail Market: An Empirical Analysisconsumer mind.As mentioned before, consumers in each market segment
form images based on their perceptions of the important attributes. These
perceptionsdependonvariousvariablesknownasstoreattributes.
Bloemer and Schroder (2002) demonstrated that a consumer who
perceivesapositiveimageofaparticularstoreismorelikelytobesatisfied
with a store than a consumer who perceives a less positive store image.
Therefore, their study concludes that a more positive store image would
leadtoahigherlevelofsatisfaction.Moreover,amorepositivestoreimage
would lead to a higher level of positive affect, increased the satisfaction
level.Byitsturn,thesatisfactionwouldleadtostoreloyaltyifthetrustand
thecommitmentwiththestorewerepresent.
Based on the review of store image attributes, it is possible to say
that the retailer can use many tools to influence consumers perceptions of
store image to have a positive impact on store satisfaction and loyalty.
These tools must be used correctly in order to make this positive impact
possible in the consumer mind, placing the store as the first purchase
option.










Bloemer and Ruyter use hierarchal regression analysis to prove that a
favorableperceptionofstoreimageleadstostoresatisfactionwhichinturn
leads to store loyalty. This is also confirmed by Osman (1993), who states
that customers' patronage behavior towards a particular store is dependent
upon the image of a particular store.According to Levy and Weitz (2003),
the store satisfaction is a post-consumption evaluation.The consumer will





Page | 28 IBSUSJ 2008, 2(2)













from an extensive review of existing store image scales and from store
attributesusedinwidelycitedstudiesonstoreattributes.AstudybySinha,
BanerjeeandUniyal(2002)hasalsobeenincludedinordertoincludestore
attributes in the Indian context. The items included in the questionnaire











The respondents were asked to rate the importance of the store
attributes in choosing a store. The attributes were measured on a 7-point
Likert type scale of importance with 1 being extremely unimportant and 7
beingextremelyimportant.
The validity of the instrument was established by consulting two
senior retail professionals, and five faculty members of three leading
management institutions / university departments were requested to
compare and evaluate the items included in the questionnaire with the
researchobjective.
Construct validity was improved by using store attributes included
inpreviousresearch.
Only individuals more than 20 years of age were included in the
sample. Only those respondents could be included who volunteered or
StoreAttributesItems:
SamplingandDataCollection:
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Store Choice In The Emerging Indian Apparel Retail Market: An Empirical Analysisagreed to fill or respond to the questionnaire. A team of trained
management students assisted in the fieldwork. The respondents were
drawn from Delhi and its satellites Gurgaon and Faridabad.Atotal of 400
questionnairesweregiventotherespondentseitherattheirworkplaceorin
themarketplaceorattheirhomeoutofwhich333wereusableleadingtoa
success rate of 83.25 per cent. The data was collected in the early part of
2007.
The respondents sample marginally consisted of more females
thanmalesi.e.55%femalesand45%males.Mostoftheshopperswerein
the 30-39 age group i.e. 48 %. 39 % of the shoppers were in the 20-29 age
groupwith13%abovetheageof40.Themaximumnumber(59.8%)ofthe
respondentsindicatedthattheywereinjobs,thenexthighestnumber(21.3
%) indicated they were homemakers, 9 % were students, 6.6 % were
entrepreneurs (businesspersons) and just 0.6% were retired individuals. In
response to the question on educational qualifications, maximum
respondents indicated they were graduates (56.6 %), followed by 40.1 %
indicating they were post-graduates and the balance 3.3 % said they were
under-graduates. The majority of the sample belonged to the Rs10,001-
20,000 income category (46.7 %), 36.3 % had incomes in the Rs.20,001 to
30,000 income category. Just over 11% respondents had incomes
maximum up to Rs.10,000 pm and 5.9 % had incomes in excess of
Rs.30,000 pm. In summary the typical sample respondent profile can be
describedasfollows(videTable2):
'
The majority apparel shoppers included in the research were
women in the middle-age group (30-39 years). They were typically
graduates, were in jobs and had monthly household incomes between
Rs.10,001to20,000(1US$=IndianRs47).
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DataAnalysis:
In order to reduce the 40 store items included in the questionnaire
and to discover the important dimensions of apparel store attributes
Exploratory Factor analysis using principal component analysis method.
The result of the factor analysis with varimax rotation with Kaiser
Normalizationis given as perTable 3. Rotationconverged in 12 iterations.
Thisprocedureshort-listed37apparelstoreattributesoutoftheoriginal40
attributes. These three attributes had to be dropped from further factor































































































Descriptive Code Frequency Percentage
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The KMO score is above .50 (.643) and the Bartletts test is
significantat2=10785.316,df=780(videTable4). Thus,factoranalysis
issuitableforthisresearch(Malhotra2004 Hairetal1998).The37apparel
store attributes are factor analyzed to produce several factors. Only those
factorswereretainedwhichhaveaneigenvaluemorethan1sincetheyare
considered significant. An eigen value represents the amount of variance
associated with the factor. The result was that there were a total of 11
factors, which explained for more than 76 % of the total variance (vide
Table 5). The factors considered should together account for more than
60%ofthetotalvariance(Malhotra2004).
Theinter-itemcorrelationandinter-itemconsistencyofeachFactor
was also measured by calculating each Factors Cronbachs alpha
(Cronbach 1951). Cronbachs alpha is a coefficient of consistency and
measures how well a set of variables or items measures a single,
unidimensionallatentconstruct.Avalueofmorethan0.6Cronbachsalpha
isconsideredagoodmeasureofscalereliability (Nunnally1978).
The Covariance matrix and the correlation matrix of the Factors
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Toilets -0.604 0.. 483 -0.377























Table 4: KMO and Barlett's Test forApparel StoreAttributes
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2.665 6.664% . 8177







2.223 5.558% . 8668
Factor-7: Ambient Conditions


















1.936 4.840% . 6659
Factor-9: Store Recommendation/
Relationship
Recommendation by friends / relatives .95
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able 6:




The covariance matrix has 331 degrees of freedom
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Store Choice In The Emerging Indian Apparel Retail Market: An Empirical AnalysisDiscussions:
The 37 store attributes have converged into 11 factors (Table 5). In
ordertomeasuretherelativeimportanceofeachfactor,theirmeanhasbeen
calculated based on the scores of their individual components. The
rankingsbasedonthemeanscoresaregiveninTable7.
Table 7:Apparel Store Factor Rankings
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& Amit MITTAL Ruchi MITTALAll of the attributes are measured on a 7 point scale. Only those
factors been retained that have an average mean score exceeding the mid-









Factor-7: Ambient conditions: Ease of search, clean, visual
appealandspaciousstore.
Thefactorswithmeanscoresabove5.0havebeenconsideredtobe
very important and have been classified as . The factors















Figure 1:Apparel Store Preferences in an Evolving Market:
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Store Choice In The Emerging Indian Apparel Retail Market: An Empirical AnalysisThe and have been
shown in a proposed model of store choice in Figure 1. The
recommendations to apparel retailers for strategies for individual factors
aregivenbelow:
1. This dimension comprises perceived product
quality, assortment, multi-brands and fashion. Though it may sound very




Here also, retailers, to increase profitability and negate
manufacturer brand loyalty driven store patronage, should eventually add
private labels and unique apparel (such as branded ethnic wear). Product
selection (variety) and availability are components of the conventional
retail marketing mix (Bitner, 1992). Shoppers would like to be able to
choose from an assortment of different products both in terms of different
styles and different colors/sizes within one style. This type of assortment
has also been hypothesized to build retail store image (Lindquist, 1974
Walters 1974 Zimmer and Golden, 1988). Since one of the most widely
cited customer turnoffs is out-of-stock merchandise, it is also important
that stores keep their merchandise adequately stocked. Customer search
costs increase if the product they want is out of stock as search costs
increase, total costs increase, therefore perceived value decreases. Both
availability and selection have been linked to customer satisfaction and
loyalty behaviors (Wu and Petroshuis, 1987 Zimmer and Golden, 1988
KerinandPeterson,1993).Consumers perceptionofthebreadthanddepth
of different products and services offered by a retailer under one roof
significantlyinfluencestoreloyalty.Thebenefitsofabroadassortmentare
clear. First, the greater the breadth and depth of product assortment, the
greatertherangeof differentsituationsinwhichtheretaileris recalledand
considered by the consumer, and therefore the stronger its salience.
Second, the one-stop shopping convenience that a broad product
assortmentenablesisbecomingmoreimportantthaneverfortodaystime-
constrainedconsumer(MessingerandNarasimhan1997),puttingpressure
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& Amit MITTAL Ruchi MITTALonretailerstobroadentheirassortment.Third,consumersregularlyshopat
morethanonestore,and,theymaypurchaseacategoryinthestorethatthey
are visiting based on in-store assortment and marketing mix activities
whereastheywouldotherwisehavepurchaseditinanotherstore.Together
with the fact that unplanned purchases comprise a significant portion of
consumers total shopping basket, this gives an advantage to retailers with
broaderassortments.
2. Within this category, customer loyalty
bonuses, free gifts, personalized cent-off coupons, and other point-for-
benefit clubs are examples of sales promotions (Peterson 1995).
Frequent flyer programs,Trying to earn points while shopping would help
customers to remain loyal, regardless of service enhancement or price
promotions of competitors (Sharp and Sharp 1997). Retailers need to give
specialattentiontoloyaltycards.Aloyaltyprogramshouldbeabrand,unto
itself standing on its own.Acommon rule is to make the loyalty program
simpletoexecuteandsimplefortheconsumertounderstand.Manyloyalty
programsareoftendesignedforprofitablereturnsoninvestment(ROI),but
the customer has difficulty understanding the programs, so they fail.
(Simpson 2001) Other relationship marketing researchers suggest
avoiding a club-like theme. They stress that customers respond more
desirable to an atmosphere of exclusivity and special service without
labelingtheloyaltyprogramaclub(Duffy2001).
3. For mass marketers, considering the
importance accorded to sales promotions, high-low pricing strategy is
proposed. This pricing strategy involves the use of high everyday prices
and low leader specials on items typically featured in periodic/end-season
ads. Themajorbenefitofhigh-lowstrategyisbetterprofitabilityandstore
loyalty across a wide cross-section of income groups. No matter how the
characteristicsoftheconsumer,product,store,orpurchasesituationmight
differ, price represents the monetary expenditure that the consumer must
incur in order to make a purchase. A retailers price format, which is on a
continuum between EDLP (Every Day Low Price) and HILO (High-Low
Promotional Pricing), also influences consumers store choice and
shopping behavior. Bell and Lattin (1998) show that large basket
shoppers prefer EDLP stores whereas small basket shoppers prefer
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categories at a time and do not have the flexibility to take advantage of
occasionalpricedealsonindividualproducts.TheythereforepreferEDLP
because it gives them a lower expected price for their shopping basket.
Small basket shoppers, on the other hand, can take advantage of variations
in prices of individual products and, by buying on deal, can lower their
basketpriceevenifaveragepricesinthestorearehigh.
4. Retailers should use
relationship marketing to ensure that their customers become their
advocates.The concept of Subjective Norm is an important store choice
variable for apparel shoppers. Retailers must ensure positive word of
mouthbyencouragingcustomerfeedbackandexcellentservice.Engaging
inbuyer-sellerrelationshipsmightbeoneofthewaystosatisfytheneedfor
exchanges with other people (Forman and Sriram 1991). Shim and Bickle
(1994)arguedthatmanypeoplebuyfromsellersnotonlytoacquiregoods
and services, but also to seek socializing benefits. Forman and Sriram
(1991) claimed that some people engage in buyer-seller relationships in
theirsearchforsocialrecognition.Therefore,consumerswithhigherneeds
forsocialrecognitioncanbeexpectedtobemorepronetoengageinbuyer-




as stores combine credit, point of sale, and geographic data to establish
ongoingpersonalrelationshipsandwithregularcustomers.Suchshoppers
eventually become advocates of the retail firm (Alderson and Sessions
1962).
5. The importance of creating a
store reputation has already been outlined in the previous point. Retailers,
in addition to sales promotions, should advertise on local and national
media in order to build the store brand. Advertisements are important to
consumers because apparels are socially visible products. The use of
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depending on product and store type. Nevertheless, it is certainly true that
retail advertising can be important in fulfilling in any of its three goals: (1)
to inform consumers, such as for a new store opening, (2) to persuade
consumers that they should patronize a certain store to buy a particular
brand,and(3)toremindcustomersofthestorethattheyareappreciated.It
hasbeenobservedthat,advertisingcanbehighlyinfluentialincultivatinga
store image in consumers mind. An important guideline in promoting an
outletisthattheadvertisingmustaccuratelyportraytheimageoftheoutlet,
its customers, and the goods and services offered. It should never promise
more than can be delivered. Any customer who comes into the outlet in
responsetoanadvertisementmustfeelthattheadvertisingtoldanaccurate
story(LindquistandSirgy2003 LoudonandDellaBitta2002).
6. This dimension consists of Sales
Assistance, Return/Exchange Policy, Credit card facility, Salespersons
knowledge, Guarantee of products and Risk free purchasing. The store
salespersonsshouldbetrainedtoactasconsultantsorproblemsolvers.The
retailers should provide product warranties over and above that provided
bythemanufacturer.Forchainstores,thecustomershouldhavetheoption
of exchange/return at any store across the country.These steps will ensure
customer loyalty and a positive word-of-mouth. Consistent with Morgan
and Hunt (1994), trust in a firm is a buyers confident belief in a sellers
honesty towards the buyer. A recent metaanalysis in a channel marketing
context suggests that trust precedes customer loyalty. Providing extended
guarantees, guaranteed fresh products and a risk-free environment are
precursorstocreating trust .Whetherrealorimagined,itisimportantthat
the marketer be aware of the different types of consumers risks associate
with outlets. To minimize perceived risk, the objective for marketers &
retailers should be to create an environment in which target customers can
shopcomfortablyandwithconfidence(LindquistandSirgy2003).
7. Bothofthesedimensions
assume importance due to changing urban landscapes and the presence of
major apparel stores in malls. Retailers could have aesthetics that
communicatetheirpositioning.Displayshouldbefunctionalforproducts-
on-sale and innovative or thematic for special seasons, new merchandise
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Store Choice In The Emerging Indian Apparel Retail Market: An Empirical Analysismusic, temperature, lighting, noise, colours and so on. Baker et al argue
that, since ambient factors have a social identity appeal, a pleasing
atmosphere in the store, created by the right mix of ambient attributes,
should influence perceptions of socially communicative products in the
store, not so much intrinsically rewarding products. This logic can be
extended to argue that store atmosphere would have a greater impact on
perceptions of products with higher perceived (social) risk. Quality of the
storesurroundings,orecologicaldesigns,mayaffecttheconsumersmood
state at the point of purchase, which in turn may influence purchase
behavior, brand evaluation and information acquisition and store loyalty
(Gardner1985).
This research deals only with apparel shopping scenario. Research
in other markets has clearly shown that the importance given to various
attributes by customers will differ when the shopping scenario changes
(Hansen and Deutscher 1977 Greenberg et al. 1983 Sinha and Banerjee
2004).This research can be carried out for other retail sectors such as food
andgrocery,consumerelectronics,giftsandsoon.Furtherstudiescouldbe
carried out to investigate the influence of demographics and
psychographicsonstorechoiceandshoppingorientations.
The objective of this research was to investigate the evaluation of
apparel store attributes by Indian shoppers. It is difficult to fit a successful
internationalformatdirectlyandexpectasimilarperformanceinIndia.The
lessons from multinationals expanding to new geographies too point to
this. For example, Wal-Mart is highly successful in USA but the story is
differentinAsiancountrieslikeChina.Therefore,itisimportantforretailer
to look at local conditions and insights into the local buying behavior
before shaping the format choice. The findings suggest that the retailers
marketing strategy will have to take into account two sets of attributes: (1)
LoyaltyDriversand(2)ShoppingExperienceEnhancers.Retailerscanuse
theseattributesindifferentdegreesbasedontheirpositioningstrategy,but
the basic two dimensions will remain the same. These attributes will have
to be integrated into the retail format. For apparel shopping the
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are store reputation/advertisements, temperature (air conditioning),
return/guarantee,andambientconditions.
Finally, retailers provide place, time, possession, and sometimes
form utility for their suppliers and their customers by actively performing
transactional, logistical, and facilitating functions. Retailers will also have
to move consumers through the relationship marketing process to include
trust, commitment, satisfaction, and perceived quality, thus leading
ultimatelytothecapstonefeatureoflifetimevalueandloyalty.Forultimate
consumers, the retailer anticipates their product and service needs,
providesproductstorageanddelivery,breaksproductbulkintoacceptable
size, provides credit, provides product and service information, and
assumes risk by giving guarantees and after sale service. For retailers to
ensure shoppers loyalty they need to understand is that retailing evolves
over a period of time and various environmental factors may bring about
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